The digitalisation of business processes, cultural backgrounds and consequences on behavioural differences make a direct impact on customer purchase behaviours across different markets. The main aim of this paper is to analyse the effect of the economic situation in the selected countries regarding the e-commerce business. On the sample of the situation in the Czech Republic, the article presents the increasing potential of e-commerce and focuses not only on the statistics review but on the psychological aspects of online behaviour. Firstly, the paper presents a theoretical model for customer purchase behaviour and the development of the theory in correspondence with B2C e-commerce background. Secondly, this research analyses the main aspects of shopping behaviour in selected countries; the research shows the main characteristics of shopping and provides a better understanding of the impact of digitalisation. Finally, the paper confirmed the fact that the Czech e-commerce market is developed and has potential to grow nationally and internationally. The paper investigates online shopping for the period between 2010 -2017. Finally, the authors discuss all the theoretical and practical implications of these results.
Introduction
Technology and new solutions have affected the global economy and e-commerce system transformation. According to Kotler (2001) , e-commerce can be divided into the following categories: B2B (business to business); B2C (business to consumer); C2B (consumer to business), and C2C (consumer to consumerconsumers participate in the transaction). Bartzak (2016) defined more five segments for cross-border e-commerce shopping: B2G or B2A (business to government or business to administration); G2B (government to business); G2C (consumer to business); G2G (government to government). E-commerce in Europe is becoming increasingly important. Improved living standards and the cross-border e-commerce trade has become a new trade mode in global economic activities. According to Yugang, & Jingnan (2019) , economic growth is powerful to drive the development of cross-border e-commerce trade. In the research paper, there are many limitations, such as the social system, cultural system or something else may affect the cross-border e-commerce trade. According to Digital 2019, there are 87% of Internet users in the European Union, 5.11 billion unique mobile users (January 2019), and 2% increase in comparison with January 2018. 3.26 billion people use social media on mobile devices. The highest growth is in Asia, where we can find 4.25 billion unique users in comparison programs and others to promote the brand on the Internet. Conversely, performance-driven search engine marketing (SEM) or e-mailing strategies work for performance targeting. For more details about the online communication mix matrix, see the Figure 1 . Forouzandeh, Soltanpanah, & Sheikhahmadi (2014) mentioned that digital marketing is used on social media channels. This fact is the reason why online marketing campaigns have a bigger audience compared to campaigns in the past. The phrase delivering value to customers implies that value is added to the leading products and services provided to customers for their use. Several marketing strategists (Huber, Herrmann, & Morgan, 2001 and Reichheld, Robert, & Hopton, 2000) underline that the creation of customer value is a crucial element for ensuring the success to B2C companies. Marketing strategies changed from a one-way to a multi-way communication process. According to Dhingra, & Dhingra (2013) and Maroofi, Darabi, & Torabi (2012) , the use of e-Consumer Relationship Management can play the leading role in online customer satisfaction. Relationship quality, trust, and it can support adequate service quality. Thanks to digital solutions, the advantages of serverless, integrated, and complex end-to-end data analytics services that go beyond limits can be realised. According to Kumar, & Malik (2013) e-CRM can be defined as a strategic technology-centric relationship marketing business model, combining traditional CRM with e-business market place applications. Eroglu, Machleit, & Davis, 2003 show a significant effect of site atmospherics on shopper attitudes, satisfaction, and various approach/avoidance behaviours as a result of the emotions experienced during the shopping process. Mosteller, Donthu, & Eroglu, 2014 examines how consumers' perceived fluency of online verbal information affects their perceived cognitive effort and positive effect within a chosen context. Consumer purchase behaviour analysis is a crucial aspect of the success of e-business. The attributes of the e-shops were focused researches of Zeithamel, Parasuraman, & Malhotra, 2002 and many other authors (Lee, & Lin, 2005 and Li, & Suomi, 2009) . The researches adjusted model SERVQUAL that evaluates customers satisfaction according to the followed indicators: tangibles, reliability, responsiveness, assurance and empathy. The model has been tested for e-commerce settings. Li, & Suomi (2009) proposed eight dimension scale, where main attributes are: Website, Reliability, Responsiveness, Security, Fulfillment, Personalization, Information and Empathy. Website is the starting point for customers to gain confidence. According to Li, & Suomi (2009) the reliability means 1/ the accurate delivery and order service; 2/ truthful product offer; 3/ keeping service or promoting promise; 4/ to have accurate online booking records; 5/ website availability. The responsiveness means answering all customerś questions or solving any problems without interrupting the purchase. Security is an essential factor for customers. The customers perceive significant risk during the purchasing sharing their financial data, terms of payment and delivery. Another critical factor is fulfilment. All crucial information about product and purchase conditions are available for the customer, and the system of the e-shop runs appropriately. The personalisation means using shared customers data and applying them for providing services tailored to customers needs. The personalisation is a reliable instrument for the building of customers loyalty. Information is a crucial point. Customers can not physically see the offered products, and they can not touch them. Therefore they need updated and correct information. The Empathy is essential for creating accurate contact with the customers enabling the right interactions. To determine e-customer behaviour, several frameworks have been created. For the purpose of the paper, there are three main e-customer behaviour models -AIDA, FCB matrix, and See Think Do Care (STDC) concept. Although the AIDA model was developed a century ago, the basic principle of the model is still relevant, despite a variety of modifications. Solomon (2010) defined that the key to the successful implementation of the AIDA model is to understand the mental state of the buyer. It is a very complicated process that requires skill and experience. AIDA is a model of communication that is designed to capture the process that firms go through to reach prospective buyers to sell their products and services. There are four main steps such as Attention, Interest, Desire, Action (Belch, & Belch, 2004) and Satisfaction (Kotler, & Armstrong, 2001) . Montazeribarforoushi, Keshavarzsaleh, & Ramsøy (2017) connected the response hierarchy models with neuroscience. Based on their research, they concluded that the AIDA model is not applicable and substantially problematic. The FCB (Foot Cone Belding) help to understand where a product stands in the mind of a consumer, by estimating whether or not purchase requires a highly involved emotional decision or a highly involved intelligent decision. With that information, we can devise four advertising concepts about a single product that will influence different buyers (Bains, 2015) .
These trends bring the new STDC concept created in 2015 by Google company Kaushik (2015) . We could say that the STDC framework is suitable for an e-customer way, and this model has four main steps (See-Think-Do-Care stage). The See stage includes the most massive audience, and in the Think stage, there is the segment of consumers thinking about a particular purchase. In the Do stage, our consumer is ready to buy something concrete. In the Care stage, we would like to have the repeated purchase, so we need to offer to our customers something special, the benefit which inspires our customer to repeat the purchase. Implementation of this concept to the online marketing communication mix could be implemented in the case of the website optimisation. The main aim is to create an organic search, conversions, and revenues. Thinking about this model is the future of marketing communication. The model is in line with Kim, & Choi (2019) that mentioned that the relationship between a social media platform and users' value co-creation. The theory is based on four core drivers of social media success include experience, satisfaction, expression, and sharing ability. Each of these drivers, in turn, contains conditions for understanding users' value-creation process and the creation of drivers for successful social media strategies. The paper presents a theoretical model for customer purchase behaviour and the development of the theory in the B2C e-commerce context. A difference between the traditional and e-commerce model has been found. Next, the paper is analysing the main aspects of shopping behaviour in selected countries; the research shows the main characteristics of shopping in B2C and provides a better understanding of the impact of digitalisation.
Findings and Results
The data presented by the Czech Statistical Office shows the development of the purchases during the period between 2010 till 2018. (Respondents of the survey purchased online in the last 12 month period before 2018.) The data set allows us to compare the situation in the Czech Republic and within the EU. This article is focused on the situation in the Czech Republic, specifically the purchases related to the gender, age, education and type of goods and services purchased.
Period
Total 16+ Mother on maternity leave n/a n/a n/a 55,1 64,6 65,5 72,4 77,6 82,7
Students 40,7 40,9 46,9 54,5 62,5 61,4 58,3 68,5 69,5
Old-age pensioner 3,7 4,4 4,2 6,4 8,4 9,9 11,4 14,5 15,5
Disabled pensioner n/a n/a n/a 15,7 19,4 17,3 22,8 28,4 32,4 Mother on maternity leave n/a n/a n/a 55,1 64,6 65,5 72,4 77,6 82,7
Disabled pensioner n/a n/a n/a 15,7 19,4 17,3 22,8 28,4 32,4 The increase in online shopping is evident in every age group. There was the highest share for individuals aged between 25 and 34. The 65+ age group is continuously increasing, as well. 13,5% of this demographic group bought online 12 months before 2018. The highest proportion of the audience have university-educated individuals (76% in the 12 months before 2018), the lowest percentage has people with primary education (16,5% in the 12 months before 2018). The mothers on maternity segment leave have an enormous potential for the future, especially for purchasing of goods for family, kids and household. Mother on maternity leave n/a n/a n/a 55,1 64,6 65,5 72,4 77,6 82,7
Disabled pensioner n/a n/a n/a 15,7 19,4 17,3 22,8 28,4 32,4 The survey presented by APEK used the primary sample of 1505 individuals. Most individuals who bought online are between the age of 35 and 44 years (24%). There are also buyers older than 55 years old (24%).
The comparison of internet users in the EU and the Czech Republic illustrates the Figure below, which shows that both indicators are increasing and the gap between these two is getting lower. The comparison of GDP development is essential for many reasons. Firstly, it tries to identify and describes the conditions that hinder the adoption and diffusion of e-commerce in developing countries. The level of the development of the state influences the maintaining of technologies, limitation of connectivity, physical infrastructure, but also a legal and regulatory framework, ability to pay, confidence in online purchasing (Lawrence, & Tar, 2010 Individuals from the Czech Republic are buying not only in the Czech Republic but also in the whole EU 28. The most purchases in the Czech Republic were made in 2018 (4 291 800 pcs), purchases from the EU countries were 874 900, and 475 200 purchases were realized from countries outside the EU. The trend (focus period was 2008 -2018) has been increasing in all countries where Czech individuals were buying. The most frequent buyers in the EU who purchase from other EU members are Luxembourg, Austria, Malta, Belgium and Ireland purchasers. The less many EU countries are Greece, the Czech Republic, Bulgaria, Poland and Romania. Except for the Czech Republic, these countries purchases are less in general. The main barriers that hindered the purchasing from other EU countries are language and delivery costs. Cross-border online purchases can be an indicator of the smooth functioning of the single market for e-commerce. A vast majority of e-shoppers in the 12 months before the survey made online purchases from sellers in their own country: 88 %, i.e., down by one percentage point from 2013 (Figure 4; Eurostat) . The year-to-year comparison shows the increase of usage of foreign countries e-shops in general. Purchases of Czech individuals outside the EU are still lower than purchases within the EU. The figure compares 2017 and 2018 (purchased realised prior 12 months). Men purchased more than women and the significant group are people between 24 and 35 years. The figure is focused on people with specific economic activities. Increasing meaning influence within e-commerce is supposed. 48% of the respondents use e-shop outside the Czech Republic at least once a year. 71% of respondents aged 15-24 prefer foreign e-shops before domestic, but only 25% of respondents older than 55 years from that group are purchasing online. Foreign shops are used more by men than by women (APEK, 2018).
The reasons, why respondent are buying abroad are according to the APEK research in 2018: lower prices (87%), better offer (61%), unique source for the selected goods (35%), favourite brand not available in the Czech Republic (21%), better delivery conditions (18%). 74% of respondents who bought in last year abroad found their buying experience similar to buying in the Czech Republic, 18% of respondents found the abroad purchasing better and 8% of respondents had a worse experience. Though 92% of respondents found abroad experience similar or even better than in the Czech Republic, the customers mentioned easier followed communication and claims solving in the Czech shops.
0%
5% According to the quality of the services is the third-best e-shop Ali Express.com. 4% of respondents appreciate this e-shop because of lower prices and delivery without a fee. On the first and the second place are two Czech e-shops (Source: Alza.cz, Mall.cz) The chart presents a comparison of goods purchased in the EU and the Czech Republic. The proportion of purchased products is similar, except for the category which groups clothes, shoes, and sporting goods and also the group including meals, chemistry and cosmetics. The biggest group of purchases in EU countries are clothes, shoes, household equipment, books, newspapers and magazines. EU defines white goods as white goods and toys; the Czech Republic represents this category the same, excluding toys. It gives us two numbers, if we would like to compare the EU and the Czech Republic we add these two numbers together. By combining these two numbers, we obtain a number which can be "compared" with the EU to have an approximate result. The statistics are from 2018 -individuals from EU and the Czech Republic who purchased in the last 12 months. The figure regarding services compares groups of services that are purchased via the internet in the EU and the Czech Republic. The most purchased services in the EU and the Czech Republic are accommodation, tickets for culture and sports events, and the third being transportation. The data are from 2018 -individuals from EU and the Czech Republic who purchased in the last 12 months. One-third of individual customers who purchased online spent in the past three months a maximum of 2500 CZK (100 EUR). Half of all buyers spent between 2 500 and 10 000 CZK, and almost one fifth spent more than 10 thousands CZK. According to the APEK research, 40% of the respondents spend between 501 and 1000 CZK, 31% spend between 1001 and 2000 CZK. The most used way how to pay online is the credit card (39%) then by invoice. 15% of respondents prefer to pay in cash on delivery. The paying by credit card is for the respondents the most comfortable way of paying.
Men spent more money than women, and this disproportion is influenced by categories of goods purchased by men and women. The most procured products by men are software, PC applications, PC games, Car accessories, notebooks, hardware, cameras and their accessories. The most purchased products by women are clothing accessories, jewellery, watches, products for pets, flowers, small presents, products for health, beauty, cosmetics, perfumes and other drug products, products for kids and clothes for kids.
Customers aged 35-44 spent the most, one-fourth of this group spent more than 10 thousand CZK, for three months. The highest-spending group are university-educated individuals, 30% of them spent online more than 10 thousand CZK for three months (Czech Statistical Office).
The Czech Republic compared to the EU, is below average regarding online purchases, despite having more internet users than the average EU citizen. 56% of Czech individuals seven between 16 and 74 purchased within the last 12 months (2017), EU 28 has an individual count of 58%. The most active being British customers (82%), Swedish (81%), Dansk and Luxembourg (80%), the less active customers are from Romania (16%), Bulgaria (17%) and Croatia (29%) (Czech Statistical Office).
Some individuals do not purchase online ever, and they mention no possibility of seeing the product, to try, test and or taste it. Therefore 49% of individuals who do not purchase online prefer shopping in regular stores (data from 2017). Individuals older than 65 years do not regularly purchase because they do not have internet knowledge (77%). Some of them do not use the internet (67%), or they use the internet only for essential activity (10%). (Czech Statistical Office) Other reasons for not-purchasing online are potential difficulties caused by complaints and misusage of personal data or payments data. Czech e-commerce discovered that 41% of individuals who do not buy online are because it is not possible to touch the goods. 21% of customers are afraid of potential problems related to complaints, 7% are aware of the misuse of bank details, and 6% are aware of the misuse of personal data. 21% don't mention any reason; they don't know why they don't purchase online (Ceska e-commerce).
In the case of grocery, 44% of responders are willing to select and touch the food in the grocery store. 31% of them are used to buy only in the stores, and 29% mentioned they prefer availability/close distance of the store in their near surrounding. Respondents were unsatisfied with a long time of the delivery, and they were dissatisfied with the products that do not fill their expectations, or they had a problem with the process of the shipment. The most popular above standard services are delivery for free, loyalty programmes and the more prolonged guarantee. The services that the individuals would like to pay are the more extended guarantee, installation and transportation to the flats in the higher storeys.
61% of the respondents used the delivery of the goods for free in the last 12 months. 24% of respondents used a loyalty program and its advantages. 15% of the respondents used the prolonged guarantee, and 12% appreciate the return of the old item. Less than 10% used delivery of the goods to the higher storeys, insurance of the products, prolonged guarantee for the performance of the products, installation of the products, just in time delivery (by the courier) or delivery in the evening. The respondents that were older than 55 years like the possibility of the return of the old item. The insurance of the goods is prefered by respondents between 15 and 24 years. The respondents from the bigger towns prefer delivery in the evening hours. According to APEK, the main reasons for dissatisfaction of customers are: 1/ 38% was not satisfied with the delivery period, 2/ 26% mentioned dissatisfaction with the delivered product and 22% of respondents were not satisfied with the delivery itself. The sample consisted of 181 dissatisfied respondents who were asked online purchasing in the last 12 months. The used device for shopping is another important factor. During years, the customers have been changing the used devices. Currently, prefered devices are smartphones. The smartphones are for the customer convenient because of online connectivity, personalised applications. The smartphone enables instant sharing of information, and at least it is an instrument for payment. The ownership of smartphones and tablets is increasing. 29% of respondents did not have a smartphone or/and tablet in 2014. In comparison, only 11% of respondents did not have smartphones or/and tablet in 2018. 35% of respondents realised their purchase last year via smartphones. 8% purchased via tablet, and 7% used a smartphone or tablet for their purchases a previous year. In comparison with 2014, only 18% of respondents used smartphone and/or tablet for their purchases, 50% of respondents use a smartphone and/or tablets for their purchases in 2018. The trend of using a smartphone and/or tablet for purchasing is increasing in general. The purchasing via tablet is slowly growing (6% in 2014, 8% in 2018), but the purchasing via smartphone is growing significantly (9% in 2014, 35% in 2018).
The ownership of smartphones (tablet) influenced shopping habits. The most significant change is searching for information about services. More often, individuals compare the rating of the products and use smartphones for searching for the nearest store or shopping centre (23%). The payments via smartphones are increasing significantly (6% paid via smartphones (tablet) in 2014, 17% paid via smartphones (tablet) in 2018). The satisfaction with purchasing via smartphones (tablets) is during years increasing.
Nevertheless, 22% of respondents visit e-shop via smartphone, but they realise their purchases via PC or tablet. 20% of respondents purchase online in case of being out of home or need to order or purchase products immediately. 18% of respondents compare prices of the e-shops and stores. The content for smartphones is customised. On the other side, smartphones have their disadvantages. The individuals are dissatisfied with the small screen, with clarity about information and uncomfortable comparison of the information. A comparison of the information via smartphone during the purchasing in the store are realised very rarely. 61% of individuals use the smartphone for comparison very infrequently or never. Only 10% of respondents compare online information during purchasing in the store almost always.
Online purchasing is affected by many factors. From the above-depicted tables (2, 3, 4) it is evident that online shopping is influenced with age, sex, education, employment. On the other side, online purchasing is affected by the attributes of the online shop and used devices.
These finding confirmed the research hold by the APEK association. 59% of respondents mentioned the description of the technical information regarding the product should be in high quality. 54% of respondents proposed the availability of the presented goods and its early delivery. The other essential attributes are according to the APEK research full offer of the products, presentation of the products in high quality and the delivery without any fees. The less essential attributes mentioned by respondents are the possibility of re-payment, advertisement in the media, presence on the socials sites (i.a., Facebook, Twitter), the possibility of information newsletters and potential of the helpline, option of asking. In general, e-commerce creates 9,1% of all retail in the Czech Republic, in-between years increase is 1% (Ceska e-commerce). Commercial statistics expect 42 000 in the Czech Republic till the end of the year 2019. Expected revenue is 139 billion CZK which means more than 18,5% increase between 2018 and 2019 (APEK). 
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Conclusions
This paper analyses the literature in connection with e-customer behaviour and cross-border shopping development. The purpose of this research is twofold. Firstly, we examine a theoretical model for customer purchase behaviour and the development of the theory in the B2C e-commerce context. A difference between the traditional and e-commerce model has been found. Brands are focused on storytelling. Social media-based brand communities are playing an essential role between customers and firms. Secondly, the paper demonstrates the main aspects of shopping behaviour in selected countries; the research shows the main characteristics of e-commerce shopping in B2C and provides a better understanding of the impact of digitalisation. The data presented by the Czech Statistical Office and APEK show the development of the purchases during the period between 2010 and 2018. The data allows comparing the situation in the Czech Republic and the EU. The Czech Republic compared with the EU is under average in contrast to having more internet users than average in the EU. The increasing trend of purchasing is significant within students and mothers on maternity leave demographic groups. Both of these groups are not the person who generates the primary family income. On the other side, we cannot forget the increasing trend in the number of e-shops. Above mentioned analyses clearly show the big potential of e-shopping. The paper confirmed the fact that the online market in the Czech Republic is developed and has the potential to grow both nationally and internationally. However, it is necessary to further investigate the relationship between customer purchase behaviour, e-commerce and other economic indicators, possibly including other factors.
